Introduction
Zakat is one of the most powerful Islamic instruments to support the global poor, providing assistance to the financially weak and those who cannot afford their daily expenses. As an instrument of social welfare (Ayuniyyah et al., 2019; Weiss, 2002) , those of a certain level of wealth are expected to pay a specific portion of their income (generally 2.5%) as Zakat (Ciftci, 2019) .
Within the boundaries of Islam, poverty can be defined as the failure of an individual to achieve any of the five basic human necessities of life as grounded in Maqasid Syariah: i) religion, ii) physical self, iii) knowledge, iv) dignity and v) wealth (Nadzri et al., 2012) . Therefore, Zakat is of great importance for those who cannot fulfil their needs. Zakat is the way to reduce poverty (Ahmed et al., 2017; Shirazi, 2006; Yumna & Clarke, 2011) .
Different factors affect Zakat (Aryandra et al., 2018; Sedjati et al., 2018) . Data integrity in social media and al-Quran online need information security (Almazrooie et al., 2018) . 'Hashtags' (#) are an important element of social media , and an important relationship has developed between the two (Fox et al., 2015; Hawkins et al., 2014) . Social media hashtags are used to increase awareness among Muslims regarding the importance of Zakat in both economics and politics. Enhancing the share of Zakat to grow the economy of the people has become an important issue.
Users of social media often demonstrate message solidarity with the help of 'hashtags', which include: '@zakatUS with #zakatmalaysia and #zakatindonesia and @zakatsg with #zakatbruneidarussalam.' With the number of social media users increasing, it is likely that the #zakat hashtag could be a critical element in promoting awareness of zakat payments among the Muslim people. Therefore, Zakat hashtags are related to awareness (Wisataone, 2018) . Moreover, 'hashtags' are also related to marketing politics.
The ideas of politics and political understanding within the boundaries of Islam are meaningfully dissimilar in the overall view. According to Islam, all actions should be performed in accordance with the guidelines of sharia, as explained in the Al-Quran surah al-Isra (17:80). Politics are categorised into two major types: the politics of ethics, which normally deal with the human purpose to stay alive, and politics as a method to attain goals. Therefore, this study deals with the politics of ethics as it relates to Zakat and its relationship with Zakat hashtags.
The Zakat supply chain has a significant role in the Zakat system (Doktoralina & Apollo, 2019; Larbani et al., 2011) . Zakat awareness and marketing politics support the Zakat supply chain. An increase in awareness among the Muslim people increases Zakat payments, thus expediting the Zakat supply chain ) (See Fig. 1 ). Those who have a good awareness of the Zakat system are more involved in making Zakat payments compared with those who are less aware of the Zakat system and its benefits. Moreover, an increase in the Zakat supply chain increases the strength of the mustahiq economy. Mustahiq are those people who receive the Zakat. Not all people are mustahiq but certain Muslim communities or peoples (in accordance with Islamic instructions) with a low income level are considered mustahiq. The Zakat system leads to the empowerment of the mustahiq economy (Yuniar et al., 2018) , thus increasing the welfare of mustahiq people.
The objective of this study is to examine the role of Zakat hashtags to promote the Zakat supply chain and mustahiq economics. Fig. 1 shows the relationship between the hashtags zakat, Zakat awareness, marketing politics, Zakat supply chain and mustahiq economics. The sub-objectives of the study are: 1. To investigate the effects of Zakat hashtags on Zakat awareness and marketing politics, 2. To investigate the effects of Zakat awareness and marketing politics on the Zakat supply chain, 3. To investigate the effects of the Zakat supply chain on mustahiq economics. 
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Although various studies have been carried out on the Zakat system (Ahmad et al., 2014; Shinsuke, 2014; Sohag et al., 2015) , this is one of the first studies to attempt to develop a framework to promote the Zakat supply chain and mustahiq economics.
At first, the hashtag was used only to categorise certain topics for easier searches. More social and creative users have followed, in which users apply hashtags to share textual data, pictures, videos and news links, making a forum for data information marketing politics (Khan et al., 2018) . This creates an opportunity where the social reality is constructed with an exact meaning in order to help the objective of the message maker (Setiawan & Santoso, 2017 )-in this case, Zakat awareness. According to Islamic instructions, mustahiq people include: Fakir (indigent), Miskin (needy), Amil (mosque official who collects the tithe), Mualaf (recent convert to Islam), Riqb (slave), Gharimin (debtor/the indebted), Fisabilillah (those who fight for God's blessing) and Ibnu Sabil (the traveller who aims for the good of Allah SWT). This is illustrated in Fig. 2 .
Fig. 2. Types of Mustahiq People for Zakat
According to Firdaus et al. (2012) , one of the problems faced while collecting the Zakat is a lack of awareness among those who need to pay it. Awareness is thus the most important element of Zakat ( Doktoralina, 2016) , as it directly affects the Zakat supply chain. An increase in Zakat collections increases the Zakat supply chain, which positively affects the mustahiq people, increasing the collective impact on mustahiq economics.
Zakat hashtags also have an effect on marketing politics. Marketing politics in Zakat must be ethical and follow Islamic instructions. Islam suggests that, as clarified in the Al-Quran surah al-Isra (17:80), all activities must be conducted under the guidelines of sharia.
The trend has changed as local cultures adopt different modern lifestyles, business behaviours (Dwityas & Briandana, 2017) , economic politics and forms of governance. However, hashtags have altered the process of da'wah performed by different Zakat institutions by increasing awareness among people regarding their responsibility for paying Zakat. Hashtags should be planned to enter social media without disregarding the original culture (Patra & Khan, 2016) .
With the help of marketing politics, cultures should be designed to sustain Zakat payments, which will lead to the development of mustahiq economics. Although the cultures of these countries should be preserved, the growth of information technology is causing them to change quickly (Sheldon et al., 2017; Yuliadi & Nugroho, 2019) . The Zakat hashtag could frame and generate a flexible, proactive chain to determine the value of awareness (Young-Ybarra & Wiersema, 1999) .
Based on the above discussion, the following hypotheses are proposed:
H1: Zakat hashtags have a relationship with Zakat awareness. H2: Zakat hashtags have a relationship with marketing politics. H3: Zakat awareness has a relationship with the Zakat supply chain. H4: Marketing politics has relationship with the Zakat supply chain. H5: The Zakat supply chain has a relationship with mustahiq economics.
Research Methodology
Research Design
Choosing an appropriate design is the most important issue for any research study. This study employed the quantitative method to test objective theories (e.g. theoretical framework of the present study) by investigating the relationship between different variables (Creswell & Creswell, 2017) . The quantitative research method is also appropriate for testing hypotheses. As the data for this study were collected from one time, this study is also based on a cross-sectional research design.
Sample Size
A sample is a group of participants or individuals selected from a larger group or population for survey purposes (Salant et al., 1994) . Selecting the appropriate sample size is imperative for reducing sampling errors. While there are numerous methods used to analyse sample size, this study followed Comrey and Lee's (2013) recommendations, according to which a "sample having less than 50 participants will observed to be a weaker sample; sample of 100 size will be weak; 200 will be adequate; sample of 300 will be considered as good; 500 very good whereas 1000 will be excellent." For this study we used a sample size of 300.
Sampling Procedure
After selecting an appropriate sample size, the cluster sampling technique was used to distribute the questionnaires. According to previous studies, this is an effective technique for covering a widely dispersed population.
Data Collection Procedure
Ethics in research were addressed while collecting data. Respondents agreed to share data/information in the survey if they decided to participate (Bell et al., 2018; Cooper & Schindler, 2013) . None of the respondents felt compelled to contribute to the survey (Sekaran, 2003) . This is to reflect the true objective while the procedure of answering the survey questions. Furthermore, respondents who agreed to contribute were expected to be honest and truthful in their responses, without any misrepresentation of information (Sekaran & Bougie, 2010) . To distribute questionnaires, a list of respondents was obtained and respondents were selected randomly. Data collection is presented in Table 1 . Initial data screening is shown in Table 2 . This shows that the data contains no missing values and no outliers. However, normality is not an issue while using PLS (Reinartz et al., 2009) . 
Data Analysis
In recent decades, structural equation modelling (SEM) has emerged as the most useful and innovative statistical analysis procedure that has been developed in the social sciences (Henseler et al., 2014) . These approaches are appropriate for a study that seeks to indirectly or directly estimate unobserved latent variables (Chin & Todd, 1995) . Fundamentally, SEM analytical methods employ numerous techniques; this study used the procedure of Henseler et al. (2009) . It is based on two major steps. The first step is shown in Fig. 3 . All the values are under the acceptable range. As the factor loadings is above 0.5 (Hair et al., 2017) . It is shown in Table 4 . After examining reliability and convergent validity, discriminant validity was examined using the instructions of Fornell and Larcker (1981) , according to which the AVE root should be higher than other values. Table 5 shows that the AVE square roots are higher than all other values, thus confirming the discriminant validity. It is also examined with the help of cross-loadings (Table 6) . Confirmation of the first step of PLS-SEM (factor loadings, CR, AVE, convergent validity) allows for further testing of the hypotheses. In this process, a minimum t-value level of 1.96 was considered to test the hypotheses. Fig. 4 shows the process of hypotheses testing. The results are highlighted in Table  7 . The results shown in Table 8 indicate that all relationships have a t-value greater than 1.96, thus confirming all hypotheses. Additionally, the beta values are positive for all hypotheses, demonstrating a direct relationship between variables. It shows that Zakat hashtags increase Zakat awareness and marketing politics, and that Zakat awareness and marketing politics increase the Zakat supply chain. The Zakat supply chain, in turn, increases the mustahiq economics. It was also found that Zakat awareness and marketing politics play a mediating role between the hashtags Zakat and Zakat supply chain. Zakat supply chain also played a mediating role. 
Conclusion
The objective of this study was to examine the role of Zakat hashtags to promote the Zakat supply chain and mustahiq economics, as well as the roles of Zakat awareness and marketing politics. This study was an attempt to develop a framework that increases the Zakat supply chain and empowers mustahiq economics. The study findings, which show that Zakat hashtags play a major role in increasing Zakat awareness, represent a significant contribution to increasing awareness of Zakat payments among the general public. Zakat awareness and marketing politics expedite the payment of Zakat, automatically boosting the empowerment level of the Zakat supply chain and mustahiq economics. Zakat hashtags are vital social media elements that can effect positive changes on mustahiq economics, and it is hoped that this study will encourage Zakat collection institutions and the Indonesian government to promote Zakat payments and mustahiq economics.
